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iMontana's  Grandeur  ^^^im^: 
Lures  Beauty  Fans 


By  lohn  Holiday 

Tmel  Editor 

dedlcatton  bj  Uie  Conleder-  p„s3iblllUes 


Tht  only  IhinE  Judish  aboui  Ihis  month's 
cover  g»l,  Pat  U»is.  is  the  e"»st  m  her 
riding  pants.  Walt  Djke.  «ho  took  the  pic- 
ture, sa,s  that  Pat  is  one  ot  the  best  female 
ri  Jers  hc-s  ever  seen.  She  and  her  mother  are 
the  only  women  cuito  in  the  National  Park 
Service.  Pat,  a  winner  on  the  W  estern  rodeo 
circuit  spends  her  vacations  from  college 
herding  cattle  on  her  tamily's  Montam 
ranch.  The  21-year-old  cowgirl  wants  to  be 
a  veterinarian-rancher,  naturally. 
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Rteti  Sallsh  and  Kootenai  In- 
dian Vibes  of  a  halJ  mmion 
■  iloUsr  mineral  bath  bnlldlpg 
at  Hot  Springs,  Montana.  . 

Here,  a  great  celebration 
wltli''/'  1'  Indian  dances 
and  ik  arbecne  was  a 
llolr>^ta^-l»'='l»=l'=°™-, 
IcU  1,^™  townspeople  of 
Hot  Springs, 
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Whiteflsh,  tip  in  the  far 
norlhwestem  comer.  Is  on 
Its  way  to  developine  into 
one  of  the  Slnest  Winter  re- 
sort areas. 

Fishing  Haven 

Kallspel,  located  on  the  third 
largestfreshwater  lake  west 
6(  the  MlsslsslDot  V 

water 
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Montana  Hos^ 
32,000  M(7es 
Of  Fishing 

Montana's  32.000  miles  of  fisl)- 
*lile  streams,  tlowmE  do»-n  frw 
snow-capped  peaks  in  the  La»o_ 
of  the  Shining  Mountains,  agaui 
aVHil  Ihemseives  to  sportsmen 


ol  me  snmmg 
aVHil  Ihemseivi 
this  year. 

Because  1949 
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sportsmen 
peak  year 


is  a  peaK  jea" 
tor"VirriifVn->rc  s.ile.  the  State 
Fish  and  Game  Department  has 
extra  revenue  for  fi?h  culture 
research  operation  of  hatcnenet 
and  increased  stocking 
streams,  .411  of  this  adds  up  lo 
more  and  better  iishing  m  Otc 
\inlimiied  streams  and  some  iww 
lakes  in  the  vacationland  be- 
tween Yellowstone  ana  Glacier 
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■«»v.    Olh.r  pnptjlsr  rod.-..  ,ri 
»i»B»d  over  th»  Fnijrih  «•  Tm' 
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078,080-acre  welcome 
expects  to  play  host  1- 
number  of  visitor,  this  yea 
ten  called  the  -sUie  betwee 
parks,"  Montana  i!  being  ' 
yearly  by  more  and 
ers.who  have  G!aci«^  or  Y 
stone  National  Parks  as 
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Banner  Season  E»I««t«d 

■Exeepuonally  heavy  snow  feu 
In  Glacier  Parlt  during  the 
nnrf    Superinleivlenl  J 


In  Glacier  Parlt  during  inc  * 
ter  and  Superinleivlenl  J. 
Emmerl  rep orU  that  it  Proba 
will  be  June  IQ  before  the  Go. 
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II  K  LEX^V 


January  1,  19 51 


Honorable  John  W.  Bonner 
Governor  of  Montana 
Helena,  Montana 

Dear  Governor  Bonner: 

It  is  a  pleasure  to  subnit  herewith  to  you  and  the  32d 
Legislative  Assembly  the  biennial  report  of  the  adver- 
tising office  of  the  State  High;,:-,,  .oir^idssion  of  KontPoia. 

It  v/ould  seen  fitting  at  this  tiir^  to  call  attention  to 
tne  increase  in  the  volume  of  non-resident  travel  in 
Montana  since  1946, 

Along  with  the  attendant  benefits  from  this  increased 
tourist  travel,  has  come  a  rise  in  gasoline  tsjc  collec- 
txons.    This  report  indicates  the  value  of  our  national 
aavertismg  progr^i  to  Montarxa  and  its  people. 

Respectfully  yours, 

Harry  Soderberg,  Chairman 
Kels  Back 
'.v'alter  Bolkovatz 
T.  VJ.  Elliott 
John  ?.»  Graham 


I 


Biennial  Report 

ADViiRTISING  OFFICE,  STATE  HIGHIfAY  GOM-EESSION  OF  MONTANA 

Prepared  by  Albert  Erickson,  Director 


In  accordance  with  provisions  of  H;  B:  384,  the  31st  Legislative 
Assembly  of  Montana  authorized  the  expenditure  of  $50,000  annually  from 
the  general  fund  "for  use  in  publicizing  the  attractions  and  vacation 
advantages  of  the  state  for  the  biennium  ending  June  30,  1951." 

The  State  Highv.'-ay  Commission  of  Montana  was  designated  the  adminis- 
trative body  of  the  fund  and  office. 

This  is  the  second  appropriation  of  state  monej^  made  ty  a  legisla- 
ture for  purposes  of  state  publicity  and  promotion.     In  1947,  the  30th 
Legislative  Assembly  made  the  initial  appropriation, 

Tourist  Business  Sho\\,'S  Steady  Growth 

From  the  accompanying  table,  it  will  be  noted  that  Montana's  travel 
business  has  enjoyed  a  constant  uptrend. 


Year  Tourists  Expenditures 

1935  1,296,000  125,551,200.00 

1936  1,413,750  30,293,400.00 

1937  1,333,721  27,677,152.00 

1938  1,125,000  27,000,000.00 

1939  1,016,000  23,367,000,00 

1940  1,726,950  28,650,100.00 

1941  1,774,782  29,737,721.00 

1942  1,107,690  16,094,735.00 

1943  687,600  8,938,800,00 

1944  652,068  6,520,680.00 

1945  1,097,735  16,466,025.00 

1946  2,057,399  53,861,971.00 

1947  54,077,600.00 

1948  1,871,430  59,885,760.00 

1949  2,122,028  65,294,901.00 

1950  2.403.353  70.727 > 327c 00 


Totals     21,685,506  $544,144,372.00 

Despite  restriction  of  travel  during  four  years  of  war,  the  tourist 
business  in  the  last  l6  years  has  produced  more  than  a  half  billion  dollars 
in  income  to  become  the  Treasure  State's  THIRD  LARGEST  INDUSTRY,  surpassed 
only  by  agriciiLture  and  mining; 

On  the  following  page  is  the  tabulation  of  actual  tourist  car  counts 
made  at  the  State  Highway  Commission's  nine  ports  of  entry  during  the  summer. 
Since  the  war,  it  will  be  noted,  that  tourist  traffic  has  risen  abruptly. 
We  find  that  in  1946,  a  total  of  161,179  tourist  vehicles  were  counted  at 
the  ports  of  entry.  By  1950,  this  count  rose  to  231,771  vehicles — a  gain 
of  70,592  tourist  cars  per  summer.  This  means  that  tourist  traffic  on  Montana 
hi^ways  is  up  43^  since  the  end  of  the  v/ar. 


PORT  OF  ENTRY  CAR  COUNTS 
19  5  0 


Location 
Columbia  Falls 
Crow  Agency 
Culbertson 
Gardiner 
Lima 

im.es  City 

Missoula 

West  Yellowstone 

Rockvale 

TOTALS 


%  of 
Travel 

20. 

6.7 
6.1 
14.6 

3.1 
12.6 

21.1 

8.4 

JLk 

100% 


19  5  0 
46,317 
15,420 
U,125 
33,883 
7,390 
29,022 
48,999 
19,481 

231,771 


19  4  9 
44,322 
12,572 
13,612 

21,741 
7,399 
22,490 
46,244 
16,667 
19,^94 
204,641 


19  4  8 
29,979 
12,990 
12,162 
24,190 
6,380 
20,052 
51,852 
17,122 
10.639 

185,366 


19  4  7 
33,967 
10,262 
15,516 

24,485 
5,281 

18,985 
41,220 
16,636 
9.817 
176,169 


Tabulation  by  months  in  1950 
Percent  of  travel  by  months 


JUNE 

47,811 

20^ 


JULY 

85,321 
36^ 


AUGUST 

95,682 
hO% 


SEPTEMBER 
10,189 


NOTE:    Port  of  Entry  stations  opened  June  14,  1950  and  closed  September  9,  1950 


Average  Montana  Tourist  Spends  $5,3B  Per  Day 


For  the  past  three  years,  attendants  at  the  ports  of  entry  have 
handed  out  travel  survey  cards  asking  the  visitors  to  send  them  to  the 
Advertising  Office  once  they  have  returned  home,,    It  is  from  this  statis- 
tical information  that  the  travel  figures  are  compiled. 

Fourteen  thousand  cards  were  given  to  tourists  in  1950,  with  a  retxim 
of  about  4s,CX)0.    Questions  asked  included?    How  long  did  you  stay,  how 
much  did  you  spend ,  what  brought  you  to  Montana,  how  far  did  you  travel, 
what  did  you  like  or  dislike  about  Montana? 

In  1950,  it  was  found  that  Montana's  average  tourist  did  the  followings 

He  stayed  in  Montana  5«5  dayso 

He  spent  I5.3S  daily. 

He  was  accompanied  by  2,2  people. 

He  traveled  728  miles  while  in  Montana, 

The  party  spent  $9S.92  before  leaving. 

From  the  port  of  entry  coiints  during  the  sunmer,  and  travel  surveys 
conducted  by  the  State  Highway  Commission  to  determine  the  amoxrnt  of  non-iresident 
travel  during  the  other  months  of  the  year,  24  hours  a  day,  it  was  found  that— 

2, 018 J,  817  visitors  came  into  Montana  in  1950  by  auto 

384n536  visitors  came  into  Montana  by  train,  plane  and  bus* 
2,403j353  non-residents  visited  Montana  during  1950 

*  Computed  on  national  basis  of  84^  motor  travel,  16%  other  conveyances 

$59,410,955  was  spent  in  Montana  in  1950  by  motorists 
11.316,372  was  spent  in  Montana  in  1950  by  train,  plane,  bus  passengers 

$70,727,327    GRAM)  TOTAL  TRAVEL  INCOME  FOR  MONTANA  IN  1950 

This  represents  $120  in  income  for  every  one  of  Montana's  587,196 

residents 

Other  pertinant  data  obtained  from  this  travel  survey  showed  that — 

22^  came  to  Montana  because  of  advertising 

5%  came  to  Montana  because  of  business 
21^  came  to  Montana  becaiise  of  friends,  relatives 
42^  were  passing  thru  or  headed  for  some  specific  destination 

k%  came  because  of  a  previous  visit 

6%  listed  miscellaneous  reasons 

Three  out  of  four  comments  on  Montana's  highways  were  favorable,  Mar^ 
realized  the  tremendous  job  Montana  faces  in  maintaining  surfaced  highways; 
others  thought  we  should  have  wider  and  better  marked  roads. 

Greatest  appeal  of  the  state  appears  to  be  the  magnificent  scenery, 
its  Old  West  atmosphere  including  cowboys  and  Indians,  its  friendly  people, 
wildlife,  fishing  and  such  attractions  as  Glacier,  Yellowstone,  Lewis  and  Clark 
Cavern,  Virginia  City^  Fort  Peck,  Flathead  Lake,  Custer  Battlefield, 


TOURIST  GASOLINE  TAX  REVMUE  IS  IMPORTANT 


The  Governor's  Interim  Midway  Committee  lists  12%  of  Montana's 
gasoline  tax  revenue  as  received  from  out-of-state  cars  and  trucks,    (Table  37) 
For  1950  it  was  estimated  to  total  $1^204,860.    Using  this  as  the  basis 
we  find — 


Nearly  $3>000j000  becomes  available  yearly  for  Montana  road  building  and 
maintenance  because  of  tourist  gasoline  tax  revenue 

On  another  basis ^  the  figure  is  even  higher.    From  the  travel  study,  it 
was  determined  that  the  average  tourist  traveled  728  miles  in  the  state.  At 
the  rate  of  15  miles  to  the  gallon,  it  meant  he  purchased  48,5  gallons  of  gas 
while  in  Montana,    At  a  rate  of  61^  per  eallon  tax,  the  average  tourist  paid 
$2.91  for  the  privilege  of  using  Montana  highways. 

With  630,880  non-resident  vehicles  in  the  state,  the  total  tourist  gas 
tax  revenue,  \yj  this  means  of  computation,  comes  to  $1,835>860  in  1950.  Under 
the  Federal  aid  program,  this  means  nearly  $4,000,000  in  hi^w^  funds  to  the 
state. 

Several  states,  including  Oregon  and  New  Mexico,  have  recognized  the 
revenue  raising  possibilities  of  tourist  traffic  for  their  highway  programs 
and  are  now  engaged  in  extensive  travel  advertising. 


On  the  two  following  pages  will  be  found  expenditures  and  proposed  ex- 
penditures of  the  Advertising  Office  covering  the  present  biennium  as  approved 
by  the  State  Highway  Commission. 

No  large  expenditure  ivas  made  during  the  present  biennium  for  printing 
since  there  was  a  carry  over  of  the  pictorial  booklet,  "See  Everything  in  Montana" 
which  is  the  basic  mailing  piece  for  vacation  inquirers.    When  this  booklet 
was  printed  in  1947-48,  the  order  was  for  300,000  copies.    About  90,000  "See 
Everything"  booklets  are  on  hand  and  are  stiff icient  to  answer  inquiries  during 
the  coming  travel  season. 

However,  by  1952  a  new  large  mailing  piece  must  be  printed,  and  this  will 
constitute  a  major  expenditure.    Because  of  the  excellent  stock  of  "See  Every- 
thing" on  hand,  v;e  v^ere  able  to  use  a  major  portion  of  the  yearly  budget  in 
national  advertising.     In  1949-50,  nearly  $24,000  was  expended  for  advertising 
space  in  magazines  and  daily  newspapers.    Again  in  1950-51,  you  will  note,  it 
is  planned  to  use  over  1522,000  in  national  advertising. 

On  the  present  basis  of  $50,000  annually,  it  wLll  become  necessary  to 
drastically  curtail  national  advertising  in  1952  in  order  to  print  another 
pictorial  booklet.    Other  activities  such  as  television  movies,  displays, 
publicity  work,  etc.  would  have  to  be  cut  to  provide  funds  for  the  printing. 


Montana's  43^  share 
Federal  Govt's  57^  share 


$1,204,860 
1-597,140 

12,802,000 


Total 


1949-51  Biennium  Expenditures 


Advertising  Office  Activities 


NATIONAL  ADVERTISING.    Fourteen  national  magazines  and  33  metropolitan 
dailies  vdth  circulations  aggregating  nearly  50  milLion  v/ere  used  for  the 
1950  Montana  advertising  program. 

Montana  advertising  appeared  in  the  following  periodicals- 


National  Geographic 
Holiday 

Saturday  Evening  Post 
American  Magazine 
Hi^'.fay  Traveler 
Grade  Teacher 
The  InstrTictor 
Sunset  Magazine 
Sports  Afield 
Field  &  Stream 
The  Outdoorsman 
Outdoor  Life 
Westvrays 

National  Motorist 


Daily  ne^^rspapers  carrying  Montana  advertising  were- 


Chicago  Tribune 
Chicago  Daily  News 
Chicago  Herald-American 
Chicago  Journal  of  Commerce 
Cedar  Rapids  Gazette 
Cincinnati  Enquirer 
Cincinnati  Post 
Cleveland  News 
Cleveland  Plain  Dealer 
Columbus  Citizen 
Colimibus  Dispatch 
Des  Moines  Tribune 
Detroit  Free  Press 
Detroit  News 
Detroit  Times 
Houston  Press 
Indianapolis  Times 


Kansas  City  Star 
Los  Angeles  Daily  News 
Los  Angeles  Exajainer 
Los  Angeles  Times 
Milwaukee  Journal 
Minneapolis  Tribune 
Portland  Oregonian 
St.  Louis  Globe-Democrat 
St.  Paul  Pioneer- Press 
San  Francisco  Examiner 
San  Francisco  Chronicle 
San  Francisco  News 
Seattle  Post  Intelligencer 
Seattle  Times 
Spokane  Chronicle 
Christian  Science  Monitor 


Much  the  sajiie  list  will  be  used  during  1951.    Some  nevrspapers  and  iiia-ga- 
zines  that  failed  to  "pxill"  will  be  dropped  and  others  added.    All  of  the 
Montana  ads  carrj;-  coupons  and  are  keyed  to  enable  th:.-  Advertising  Office  to 
determine  which  tjrpe  magazines  produce  results. 

As  of  Dec.  15,  a  total  of  62.597  inquiries  were  processed  during  1950. 
A  packet  of  Montana  material  was  sent  to  each  inquirer  and  special  literature 
about  dude  ranching,  fishing,  localities,  etc.  was  sent  when  requested.  Other 
questions  were  ansv/ered  by  personal  letter. 

Of  this  total  of  62,597  (which  is  the  largest  number  of  inquiries  about 
Montana  to  be  received  in  any  one  year),  51,498  were  directly  attributable  to 
the  national  advertising  program.    Many  of  those  received  that  did  not  contain 
coupons  v/ere  undoubtedly  prompted  by  the  national  ads . 


LITERATURE  DISTRIBUTION.    In  addition  to  Montana  ms.terial  printed  ty  the 
Advertising  Office,  it  serves  as  a  distributor  for  a  number  of  travel  agencies 
such  as  local  chambers  of  conmerce,  the  state  chamber  of  commerce,  the  Montana 
Automobile  Assn.,  regional  travel  associations  and  state  park  commission. 

During  1949  and  1950,  the  Advertising  Office  distributed  1,261,30?  pieces 
of  Montana  material  exclusive  of  the  Montana  Highway  Map  of  which  a  distribu- 
tion of  560,000  was  made  in  the  two-year  period. 

Here  is  a  partial  list  of  Montana  material  distributed: 

State  Highway  Maps 

"See  Everjrthing  in  Montana"  booklets 
Dude  Ranch  Directory 

Four-color  Postcards  of  Capitol  Bldg,  and  State  Flower 

Tabloid  Historical  Map  of  Montana 

Capitol  Building  Folder 

Lewis  and  Clark  Cavern  State  Park 

Virginia  City 

Ski  Course  Directory 

"The  Shift  is  West" 

Glacier  National  Park 

Yellowstone  National  Park 

"Welcome  Pardner" — Southwestern  Montana  Development  Assn. 
Camp  Ground  Listing 

"Fish  Dwarf  the  Fisherman  in  Montana" 
Fact  Sheets  on  Montana 

Board  of  Health  Ratings  of  Montana  Motels 

Montana  Guest  Stickers 

Jumbo  Souvenir  Matchbooks 

Chambers  of  Conmerce  local  literature. 

EXHIBITS,  TRAVEL  SHOWS.    Much  of  the  Montana  material  was  distributed  at 
travel  shows,  in  cooperation  with  the  Pacific  Northwest  Travel  Assn.,  and  at 
exhibits  and  national  conventions. 

Montana  participated  with  other  Pacific  Northwest  states  at  travel  shows 
in  Chicago,  Detroit,  Dallas,  San  Francisco  and  Los  Angeles.    These  expositions 
drew  paid  attendances  totaling  over  800,000  people.    Plans  for  1951  call  for 
Montana  representation  at  travel  shows  in  Detroit,  Chicago,  Los  Angeles  and  San 
Francisco, 

Funds  have  prohibited  participation  to  any  great  extent  in  exhibits, 
national  shows  and  parades.    Because  of  a  lack  of  finances,  Montana  did  not 
place  an  exhibit  in  the  National  Sesquicentennial  in  Washington,  D.  C.  this  year 

A  photo  mural  display  and  other  small  exhibits  are  the  extent  of  Montana's 
entrance  into  national  shows.    Photo  mural  scenes  were  displayed  at  the  national 
JayCee  meeting  in  Chicago,  at  the  National  Education  Assn.  convention  in  St, 
Louis  anl  a  small  exhibit  at  the  Midcentury  Whitehouse  conference  on  education 
in  Washington,  D.  C. 

Montana  souvenir  matchbooks  were  sent  to  33  national  and  regional 
gatherings  ranging  from  Miami,  Fla.  to  Seattle,  Wash, 

A  counter  card  for  holding  Montana  folders  and  maps  is  being  prepared  and 
will  be  distributed  to  airline,  railroad,  travel  agencies  and  motor  club  offices 


NATIONAL  PUBLICITY.    From  a  national  standpoint    the  spotlight  was  on 
Montana  in  1950,    At  no  other  time,  has  the  Treasure  State  enjoyed  such  ex- 
cellent national  publicity. 

Three  national  magazines  featured  articles  about  Montana:    12  pages  in 
the  March  issue  of  Sports  Afield ^  kU  pages,  with  2$  in  full  color  in  the  June 
issue  of  National  Geographic  and  18  pages  in  the  Septenfcer  issue  of  Holiday 
magazine.    The  Sports  Afield  article  was  the  joint  effort  of  Ken  Thompson  of  the 
Montana  Fish  and  Game  dept.  and  ilrnst  Peterson,  Hamilton,  Montana,  photographer. 

The  Advertising  Office  assisted  in  "hosting"  Mr,  Borah^  author  of  the 
Geographic  piece,  aroTind  Montana  and  was  instrumental  in  obtainance  of  the 
fine  color  and  black  and  white  photographs  illustrating  the  article.    It  also 
aided  Holiday  photographers  while  in  the  state. 

In  addition  to  these  feature  articles,  places  and  persons  of  the  Treasure 
State  were  featured  nationally:    The  Big  Mountain  ski  course  at  Whitefish  was 
the  subject  of  a  four  page  article  in  the  March  3^  1950  issue  of  Saturday 
Evening  Post,    Colliers  gave  a  two-page,  full -color  spread  on  Yello;irstone  Park 
and  VIest  Yellowstone,  Mont,  in  the  winter  time  in  a  May  number.    Both  of  these 
projects  received  assistance  from  the  Advertising  Office.    In  the  Dec,  4  issue 
of  Life  magazine,  the  Greater  Butte  program  was  explained  in  photographs  and 
drawing . 

Other  publicity  efforts  in  the  magazine  field  were  directed  toward  place- 
ment of  short  articles  and  pictures.    Also  every  assistance  and  encouragement 
was  given  to  i^riters  who  shov/ed  the  least  inkling  of  interest  in  the  Treasure 
State.    Placement  of  publicity  and  pictures  in  national  magazines  by  a  state 
office  is  always  difficult,  since  its  efforts  are  usually  regarded  as  "More 
chamber  of  corrmerce  hooey"  but  it  can  be  of  real  value  in  planting  the  germ 
for  a  story  about  Montana,  and  it  can  render  service  in  contacts  and  references 
for  the  writer. 

This  past  siaranier  saw  several  writers  in  the  state,  some  attracted  by 
Montana's  favorable  publicity.    It  is  hoped  that  more  articles  and  picture 
stories  about  our  state  will  be  forthcoming  in  the  next  year  or  two. 

NliWSPAPiiE  PUBLICITY.    V/ithin  limitations  of  time  and  personnel,  several 
national  publicity  releases  on  Montana  were  prepared  and  sent  to  metropolitan 
dailies  throu^iout  the  United  States,  along  with  suitable  photographs. 

Efforts  were  concentrated  on  editors  of  travel  departments  of  the  larger 
dailies,    A  number  of  these  have  visited  Montana  on  Pacific  Northwest  Travel 
Assn.  tours  and  are  favorable  to  Montana  releases. 

One  of  the  weak  points  of  the  Montana  publicity  department  is  that 
of  suitable  pictures.    Plans  are  under  way  to  enlarge  the  photo  files  and 
recently  an  order  was  placed  for  1,000  of  the  8x10  glossy  enlargements  which 
most  newspapers  prefer.    In  the  last  year  and  a  half,  624  black  and  white  and 
color  photos  and  transparencies  have  been  sent  to  magazines  and  newspapers. 

Considerable  space  was  obtained  in  travel  editions  ani  travel  sections 
of  newspapers  vrhen  copy  accompanied  orders  for  advertising  space.    Montana  is 
in  need  of  making  people  nationally  conscious  of  such  places  as  Lewis  &  Clark 
Caverns,  Fort  Peck,  Custer  Battlefield,  Virginia  City,  Gates  of  the  Mountains 
and  other  scenic  and  historic  spots.    This  can  be  done  by  national  advertising 
and  publicity. 


J 
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It  is  impossible  to  place  a  dollar  and  cents  value  on  the  national 
publicity  Montana  received  this  pp.st  j^ear.    If  we  v.rere  to  pay  for  it  in  adver- 
tising apace  it  miglit  viell  reach  a  million  dollars.     But  this  is  not  the  vfhole 
story,.   .   .  these  articles  vfill  continue  to  work  for  Montana  for  many  years  to 
come — ^their  far-reaching  effect  is  inestimable. 

MOVIao  iJID  TELEVISION.    Ti'/o  Montana  television  movies  were  produced  and 
are  nai  shoidng  on  TV  stations  throughout  the  countiy. 

First  of  these  l6  mm.  films,  "Dude  Ranching  in  I'iontaria."  vras  released  the 
last  vreek  in  April  and  had  its  debub  over  a  Daj_las,  Texas  TV  station.  Since 
then  it  has  sha-zn  over  34  other  stations  and  from  present  bookings  it  appears 
that  at  least  50  TV  stations  v/ill  broadcast  this  Montana  film  in  its  first 
year  out.     It  has  shcvm  over  the  foLloidng  TV  stations: 


--Lancaster ,  Fa . 
—Seattle,  '.'ash. 


KBTV—Dallas,  Texas 

:;gal. 

KING- 

V/BNS— Columbus,  Ohio 

;i]?iGT. 
\JHEtJ. 
:;ICU 


-iiem 


ipnis,  Tenn, 


-Syracuse,  II 


Y. 


-liirxe ,  ha . 
/SAZ — Huiitington,  VJ,  Va. 
-Salt  Lake,  Utah 


iiDYL- 
KFBM- 
IjFBM- 
KoTF- 
'.JLAV- 
iiOC  — 
¥AGA- 


-San  Diego,  Calif, 
—Indianapolis ,  Ind , 
— Mirji ea-polis ,  Minn . 
—Grand  Rapids,  Mich, 
— Ds-venport,  lovj-a 
—Atlanta,  Georgia 
— Gr  ee  ns  bo  ro ,  K .  C . 
—St.  Louis,  Mo. 


VJKI  Oklahoma  City,  Oiaa 

VJHAli— Rochester,  li,  Y. 
VrKTV— Utica,  i:.  Y. 
'.7KRC — CincirJiati,  Ohio 
I-ffiAF— Fort  iorth,  Texas 
iJDSV — New  Orleans,  La. 
WlliiS — Louisville,  Ky. 
i.TAR—Korf oik,  V irginia 
v[RGB — Schenectady,  K.  Y, 
■,fCBS~Mew  York  City 
WATV—IIewark,  N.  J. 
V'/1j:-;J — ^•lashington,  D.  C. 
V.^HIO—Dairton,  Ohio 
WJAC — Johnstox-in,  Pa. 
V-DEL — ^IJilmir^iton,  Del . 
^'/rVJ—Mianii ,  Fla . 


Fresent  televisi.on  broadcasting  is  in  black  and  white  and  three  prints 
of  this  Montana  film  are  constantly  on  the  road.     It  is  also  available  in 
color  and  will  be  offered  c.gain  Mlien  color  television  becomes  practicable. 


The  second  Montana  television  filiu  is  called,  "Montana's  Flovdng  Treasure" 
and  uses  the  state's  water  resources  as  its  theme.     It  is  starting  a  TV  circuit 
and  is  expected  to  shoiv  over  fiily  as  ineny  stations  as  the  dude  ranching  film. 
Already  it  has  had  a  fine  reception  wherever  shovm  and  is  also  available  in 
both  black  and  v/l'.ite  and  color.    Both  filiiss  rmi  14i  minutes. 

Television  is  at  the  stage  -fhere  not  all  of  the  broadcasting  time  is 
taken  by  paid  programs.    For  thrt  reason  these  Montana  films  have  been  broad- 
cast without  ciny  time  charge  to  the  State  of  Montana,     Our  cost  has  been 
production  of  the  films  and  express  charges.    The  main  requirement  seeirs  to  be 
a  high  quality  fil;:!  of  universsl  interest.    For  this  reason,  both  the  Mont  aria, 
films,  not  only  plug  Montana.,  but  also  cont  ctual  information  and  educa- 

tional material  of  interest  and  x-orth  to  both  children  and  adults.    For  in- 
stance, in  the  dude  ranching  filra,  histor^r  of  the  Montsiia  cattle  industry  is 
given , 

The  dude  ranching  film  evoked  tlie  following  comments  from  TV  stations: 
":;e  found  the  film  of  good  quality  and  extremely  interesting  in  content,"  from 


VjDSU  in  New  Orleans,     "You  have  an  excellent  film      -   .  we  wish  to  thank 
you  for  making  it  possible  for  our  viewers  to  see  it-"  was  the  comment  from 
station  VfflEIJ  in  Syracuse      •.■JKY  in  Oklahoma  City  wrote  ,  "Thanic  you  very  much 
for  your  cooperation,  the  print  v;as  an  excellent  subject  " 

V^e  intend  to  keep  issuing  these  movies  to  new  TV  stations  as  they 
appear     V/e  also  plan  to  send  them  to  as  many  civic  ,  fraternal,  church  groups, 
etc  that  care  to  see  them-    Already  it  is  estimated  that  over  2,000,000 
people  have  seen  the  dude  ranching  film    and  we  expect  that  betxfeen  three 
and  four  million  TV  viewers  will  see  each  of  these  Montana  f ilms - 

Prints  will  be  made  available  also  to  the  Montana  film  library,  aM  in 
the  next  few  years    millions  of  American  children  ivill  see  these  films, 

RADIO     Montana  has  not  done  much  with  this  media-     There  is  not 
sufficient  advertising  money  to  enter  into  radio  broadcasting,  although 
some  states  do  buy  radio  time.    Others  also  contract  for  billboard  advertising 
which  Montana  has  not  included  in  its  program, 

Vftienever  the  opportunity  presents  itself  to  obtain  free  radio  publicity, 
the  Advertising  Office  has  prepared  copy  or  provided  information  for  radio 
and  television  programs 

PRODUCTION  OF  MOVI£S  IN  MONTANA      Some  states-,  notably  Colorado,  have 
gone  into  the  business  of  seeking  movie  companies  on  location.  Realizing 
that  Montana  publicity  can  be  gained  in  some  measure,  and  that  movie  companies 
have  been  known  to  leave  as  high  as  a  half  million  dollars  in  the  state  in  which 
the  movie  is  produced,  the  Advertising  Office  has  given  \ifhatever  assistance  it 
could  in  interesting  movie  concerns  in  coming  to  Montana  for  their  movie  loca- 
tions . 

Three  movies  were  on  location  in  the  Treasure  State  during  1950..  Nat 
Holt's.  "Warpath"  was  shot  in  Billings  and  vicinity;  Tx^rentieth -Century  Fox 
started  production  of  "I'Jildfire  "  a  smoke  jumper  picture  in  Missoula — Assur- 
ances were  received  they  mil  comp]ete  this  million  dollar  picture  in  1951; 
Howard  Hawkes  is  shooting  .  "The  Thing"  on  a  Cut  Bank  location. 

Indications  are  that  three  more  movies  will  be  made  in  Montana  in 
1951      An  independent  producer  is  interested  in  doing  a  picture  on  "Sitting 
Bull"  around  the  Custer  Battlefield  area;  others  have  shown  interest  in  doing 
pictiires  on  Charlie  Russell  and  dude  ranching  in  Montana. 

The  Advertising  Office  also  gave  assistance  in  the  world's  premiere  of 
the  V/arner  Bros,  picture,,  "Montana"  at  Helena-    The  State  of  Montana  secured  some 
publicity  because  of  the  picture  on  Toirmy  Bartlett ' s  NBC  broadcast,  "Welcome 
Travelers  "  on  several  broadcasts  of  Nancy  Craig,  ABC  commentator  and  a  Mutual 
Broadcasting  network  of  23  stations  at  the  time  of  the  premiere.  Warner-Pathe 
news  carried  footage  on  the  premiere  and  Montana 

TRAVEL  TOURS-     The  Advertising  Office  has  cooperated,  in  conjunction  with 
the  Pacific  Northv/est  Travel  Assn.;  in  escorting  travel  editors  and  writers  and 
outdoor  editors  throus^  Montana-     Many  columns  of  excellent  publicity  on 
Montana's  scenic  attractions  and  wildlife  vrere  iNrritten  ty  these  writers  while 
in  Montana,  or  after  their  visits.    They  were  provided  with  Montana  material 
and  pictures  while  in  the  state = 
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TMVEL  COUNoiiLORS'  SCHOOL     The  Montana  Advertising  Office  initiated, 
in  cooperation  with  other  travel  organizations  of  the  state,  a  travel  counselors 
school  conducted  in  Helena  last  April-     Imdted  to  the  two-day  conference  were 
people  in  motor  clubs,  chambers  of  commerce  and  travel  agencies  v^o  actually 
contact  tourists  during  their  stay  in  our  state 

Primaiy  objective  of  the  counselors  school  was  to  educate  these  people  to 
be  something  besides  just  "map  markers."    Visitors  vjill  stay  additional  days  in 
the  state  if  properly  approached ^  and  if  they  are  given  something  to  do  and  see 
while  here .    I'iany  of  our  own  people  do  not  know  xirhat  is  to  be  found  in  another 
section  of  the  state. 

The  first  day  of  the  school  was  devoted  to  a  discussion  of  Montana's 
attractions,  further  instruction  on  Glacier  and  Yellov/stone  National  Parks,  our 
State  Parks,  and  ways  and  means  of  keeping  our  guests  longer. 

Because  tourists  come  into  a  region  and  vrant  to  see  all  they  can,  the 
second  day's  program  v;as  devoted  to  neighboring  states  of  the  Pacific  Northwest; 
Representatives  from  other  states  discussed  and  explained  their  attractions.  It 
is  hoped  that  a  series  of  these  schools  can  be  conducted  throughout  the  Pacific 
Northwest  at  v/hich  Montana  representatives  ivill  tell  about  "The  Land  of  Shining 
Mountains"  a.nd  what  it  has  to  offer  the  visitor. 

So  successful  was  the  initial  travel  counselors  school  that  the  counselors 
requested  it  be  repeated  in  1951  with  the  addition  of  new  subjects;     V/e  are 
preparing  a  "Montana  Guide"  xvhich  can  be  used  as  a  handbook  for  tourist  coiin- 
selors      It  will  contain  many  suggestions  as  to  "what  to  do"  and  "vrfiat  to  see" 
in  Montana,  and  provide  information  for  individuals  who  like  to  explore  ghost 
towns  J  old  forts_,  look  for  agates,  Indian  artifacts,  dinosaur  bones,  wild 
floiirerSj  etc, 

^KEEP  'M  IN  MONTANA"  CAI-IPAIGN  It  has  been  determined  that  every  time 
a  tourist  car  stays  one  day  longer  $17-22  more  is  left  in  the  state.  For  many 
years  there  has  been  too  much  cross -traffic  through  Montana,  either  going  east 
and  v/est,  or  north  and  south.  Because  of  this,  the  Advertising  Office  has,  at 
every  opportunity^,  asked  chambers  of  comnerce,  motor  clubs  and  travel  agencies 
to  make  every  effort  to  keep  the  visitor  longer. 

This  is  really  a  community  responsibility.     Far  too  few  Montana  communi- 
ties realize  that  they  can  hold  the  visitor  longer  if  they  will  make  an  effort 
to  interest  him  in  their  vicinity,     There  sxe  a  number  of  scenic  and  historical 
places  of  importance  in  the  state  which  could  become  first  rate  tourist  attrac- 
tions if  the  communities  would  set  about  to  make  them  presentable. 

With  a  million  tourists  visiting  Yella^^stone  Park  annually  and  a  half 
million  going  to  Glacier  Park_,  Montana  is  fortunately  in  the  midst  of  a  huge 
source  of  prospective  visitors ,    Our  problem  is  to  have  them  spend  a  few  days 
in  Montana  while  they  are  out  this  way.    For  this  reason^  Montana's  national 
advertising,  for  several  years,  has  emphasized:    "See  both  Yellowstone  and 
Glacier  National  Parks."    This  is  paying  off  because  more  tourists  came  into 
Montana  through  the  Gardiner  and  West  Yellov/stone  ports  of  entry  last  suianer 
than  ever  before 

The  Advertising  Office  is  \vorking  closely  with  chambers  of  commerce 
and  travel  groups  in  trying  to  provide  them  with  the  proper  kind  of  working 
tools  and  whatever  assistance  is  necessary  to  improve  their  travel  business. 


What  An^  OtUeA.  St<Ue4>  3><UHf? 


Forty-two  of  the  48  states  are  now  spending  state  tax 
money  promoting  tourist  business.    They  spend  annually 
$12,500,000  in  advertising  and  publicizing  their  tourist  at- 
tractions, products  and  industrial  possibilities.  Excluding 
expenditures  by  states  for  promotion  of  products  (Idaho  pota- 
toes, Washington  apples),  a  total  of  more  than  8  million 
dollars  are  expended  at  the  average  of  §191,067  annually  per 
state. 

In  this  42-state  competition,  Montana  finds  itself  tied 
with  Nebraska  and  Illinois  for  34th  to  36th  place  with  its 
1i)$0,000  per  year  expenditure. 


Montana  Ranks  35th  of  42  States  in  Tourist  Advertising 


1950  PROMOTION  BUDGiirrS  OF  STATE  GOVjjlRNMaJTS 


Rank          State  Amount 

1  Oklahoma  $870,290 

2  New  York  809,488 

3  Pennsylvania  600,000 

4  Florida  500,000 

5  Louisiana  350,000 

6  Missouri  307,500 

7  Virginia  300,000 

8  Maine  289,885 

9  New  Mexico  271,000 

10  Connecticut  261,075 

11  North  Carolina  256,204 
12(T)  Michigan  250,000 
12(T)  Oregon  250,000 

14  Massachusetts  221,045 

15  Tennessee  200,000 

16  Vermont  186,000 

17  Minnesota  176,500 

18  Mississippi  175,000 

19  South  Carolina  156,000 

20  New  Hampshire  153,300 

21  Washington  125,000 


Rank 

22 
23 

24(T) 

24(T) 

24(T) 

27 

28 

29 
30 
31 

32 
33 

34(T) 

34(T) 

34(T) 

37 

38 

39 

40 

a 

42 


state 

Kansas 

Wisconsin 

Arizona 

Georgia 

South  Dakota 

New  Jersey 

Iowa 

Indiana 

Wyoming 

West  Virginia 

Arkansas 

Ohio 

Illinois 

Montana 

Nebraska 

Kentucky 

Nevada 

Maryland 

Rhode  Island 

Colorado 

Delaware 


Amount 

$111,800 
110,000 
100,000 
100,000 
100,000 
85,000 
80,000 
73,050 
71,250 
66,000 
56,500 
52,110 
50,000 
50,000 
50,000 
45,000 
30,000 
28,327 
25,000 
17,500 
15.000 


Total  $8,024,824 


The  total  for  all  advertising  state  governments  is  up  $232,255  from  the  1948 
figure  of  $7,792,569.    The  average  per  state  is  up  from  $183,083  to  $191,06?. 

The  above  table  does  not  include  the  following  state  government  promotions  of  par- 
ticular products  with  fimds  from  direct  taxation  on  the  products:  Florida 
citrus  fruits  $2,100,000;  Wisconsin  dairy  products  $1,500,000;  Washington  apples 
$925,000;  Idaho  potatoes  and  onions  $120,000.    The  table  does  not  include  any 
advertising  and  publicity  expenditures  whatever  of  any  organizations  or  asso- 
ciations such  as  those  in  California  where  14  civic  groups  are  spending  about 
$920,500  annually  and  Florida  where  chambers  of  commerce  supplement  the  state's 
half -million-dollar  budget  with  more  than  $1,500,000  in  individual  promotion. 
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I'.liy  Incressed  Advertisin.:;  Frriis  Are  Needed 


Montana  now  rarJcs  35th  exAong  the  42  states  spending  state  tax  money 
for  advertising  and  public! tj^  pui-poses.    l.Tien  we  look  at  the  hot,  humid, 
mountainless  states  of  Olclahorna  and  Kansas  spending  #870,290  and  fill,  300 
respectively  to  publicize  and  promote  their  toiirist  busiress,  it  can  be  seen 
readily  that  iiontaiia  should  under^.^^rite  its  travel  business  to  a  greater  extent. 
In  fact,  the  advertising  appropriation  can  be  regarded  as  an  investment  for 
th,e  State  of  Montana  v;hich  vri.ll  reap  ira,ny  benefits. 

The  Governor's  Interim  High-zay  Cciimittee,  in  its  1950  Report  and  Proposal 
has  this  to  say  concerning  state  advertising: 

"The  $50,000.00  advertising  bixiget  is  only  4.15/^  of  the  tourist  tax 
income,  and  is  less  than  l/lO  of  1%  of  the  tourist  revenue.    However,  if  we 
are  to  build  highways  with  Montana  residents  in  mind  and  for  their  benefit 
and  enjoyment,  v/e  will  continue  to  attract  tourists  and  travelers.    This  will 
increase  their  contributions  to  the  highvray  funds  ard  in  addition  th^^  will 
continue  to  swell  the  aitiount  spent  by  tourists,  which  benefits  ever?,'-  resident 
of  our  state.     In  this  coniiection,  we  believe  it  would  be  advisable  for  the 
State  of  Montana  to  give  serious  consideration  to  increasing  the  advertising 
appropriation  by  at  least  four  or  five  times  the  allotted  $50,000  per  year." 

"If  'v/e  are  going  to  sell  the  attractions  of  the  State  of  Montana  in 
the  population  centers  of  the  country,  we  must  compete  with  the  other  states," 

The  HCO  (higher  cost  of  operation)  also  applies  to  Montana's  advertising. 
A  dollar  today  vail  not  buy  the  advertising  space  tb.at  it  did  back  in  1947 
iv'hen  Montana  appropriated  its  first  state  advertising  money. 

Proposed  Program  for  Comin.c;  Biennium 

On  the  basis  of  $100,000  per  year,  the  Advertising  Office  could  expand 
its  program  and  services  without  doubling  its  overhead.    During  the  past 
biennium,  this  office  has  opera.ted  \i±th  a  17>o  overhead,  iising  part  time 
help  during  heavy  season£il  loads.    Under  the  proposed  budget,  with  the  addition 
of  a  full-time  publicity  vrriter,  the  overhead  cofld  be  reduced  to  around  15/^. 

One  of  the  cr^^ing  needs  of  the  Advertising  Office,  at  the  present,  is 
the  service  of  a  full-time  publicity  xvriter,  someone  who  could  handle  news 
releases,  write  travel  articles  and  obtain  necessary  illustration.  As 
mentioned  previously  the  Montana  picture  file  needs  expansion.    We  should  have 
a  continuous  flow  of  Montana  releases  and  photos  pouring  into  the  large  papers; 
we  should  have  timely  articles  available  for  publication  in  small  magazines  and 
house  organs.    Many  of  these  do  not  have  large  circulations,  but  their  readers 
are  potentiaJ.  Montana  visitors. 

In  addition  to  greater  emphasis  on  Montana  publicity,  the  next  biemium 
v.-ill  find  Montana  in  need  of  a  new  pictorial  booklet.    Copies  of  the  last 
booklet,  "See  Ever;/thing  in  Montana,"  v;hich  cost  #32,000  v^dll  be  exhausted  in 
1951.    A  new  full-color"f older  "Montana  Imdtes  You"  v/ill  be  printed  this 
vri.nter,  but  it  v/ill  not  taice  the  place  of  the  pictorial  booklet  vjhich  is  used 
to  c.n3wor  questions  aboTit  Montana  as  a  vacationland. 

Under  the  present  appropriation  of  $50,000  for  the  next  biennium,  it 
XTOuld  be  necessary  to  allocate  aro'ond  $15,0C0  each  year  for  the  publication 
of  this  pictorial  booklet.    Most  of  it  mil  heive  to  come  out  of  the  money 
which  has  been  spent  the  pa.st  biennium  in  national  advertising.    Instead  of 
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spending  in  the  neighborhood  of  #23,000  for  advertising  space,  it  vjill  becoiae 
necessarji"  to  cut  it  to  $S,000  in  order  to  take  care  of  this  printing. 

The  $100,000  per  jrear  allocation  -rauld  enable  Uo  to  handle  tliis  booklet 
printing,  and  at  the  sair^e  tine  double  the  n-otional  advertising  expenditui'-e. 
(See  proposed  advertising  budget-page) 

An  increased  appropriation  -■••■ould  clso  perrit  I'onta.na  to  go  ahead  with 
its  telei/ision  progi-ara  t^iiich  is  proving  so  successful.    The  t\io  films  now  being 
sho>m  throughout  the  countr^r  were  produced  at  costs  of  $3,000.  each.    It  is 
proposed  that  Kontare  build  up  a  library  of  films  by  producing  tiro  television 
films  yearly. 

Another  field  in  -i-Aich  Ilontajia  has  done  little  because  of  a  lack  of  funds 
is  that  of  displays.    It  is  proposed  that  Montana  obtain  several  sniall, 
not-too-experisive  displays  depicting  some  of  the  scenic  and  :Tildlif  e  beauties 
of  the  state  which  could  be  used  in  ce.'ters  of  population.    These  can  be  used 
in  various  xrays:    in  departiaent  stores  in  corinection  >.dth  travel  ^■/ear  T-Tindows; 
in  airline,  railroad  and  bus  offices  a.nd  teininaJ-s;  at  national  conventions 
arid  r.eetings. 

Regarding  Ilontana's  national  advertising  progi'-si.,  a  budget  of  #100,000 
yearly  vrould  not  be  large  enough  to  engage  in  the  extensive  four-color  adver- 
tising eiTiployed  by  Oregon  and  Ner.f  Hexico.    Instead,  Montana's  preseiit  policj'- 
of  siTialler,  black  and  isrliite  advertising  would  be  continued.    Additional  funds 
x-rould  permit  more  insertions  axid  the  inclusion  of  other  nagazines  and  newspaper 

As  it  is,  Kontana  carjiot  engage  in  ar^  "off-season"  advertising.  By 
that  is  meant,  promotion  of  the  fall  or  winter  seasorts  in  the  Treasure  State. 
It  is  a  wen  laiov/n  fact  that  soae  of  our  finest  weather  is  in  oepteraber  and 
October  and  -.re  could  sell  tliis  period  for  travel.    As  for  the  Vv^nter  season, 
this  is  a  naturaJL  in  Kontam  .    By  proniotion  and  advertising  considerable 
travel  to  iidnter  resort  areas  couid  be  built  up.    There  are  resorts  in  Kontana 
now  the  b  stack  up  with  the  best  and  can  handle  out-of-state  guests. 

"■■/ill  the  "."ar  .iiirr.ergenc--  Affect  Travel? 

This  is  a  co::nin.on  question.    Assui-ances  have  been  cnven  fron  a  number 
of  sources  tha.t  petroleura  and  rubber  stocks  are  in  good  shape  and  unless 
there  is  all-out  v.-ar,  th.ere  i;ill  be  no  need  for  tire  or  gasoline  rationing. 
Unless  there  is  rationing,  travel  is  expected  to  continue  in  1951  at  a 
high  level. 

From  the  annual  meeting  of  national  Association  of  Travel  Officials 
in  November  caiiie  the  f  ollovang  statei;ient  regardir^g  travel  under  mobilization: 

"The  status  of  travel  imder  the  partial  and  long-range  mobilisation 
program  now  in  progress  has  not  yet  been  f^Jlly  determined,  but  the  industry 
recentl:/-  has  received  assurances  from  Defense  Transportation  Director 
Jines  K.  Knudson  that,  barring  a  full-scale  emergericy,  no  plans  are  on  foot 
for  curtailiiient  or  priorities  in  civilian  travel. 

"If  a  3,000,000  man  army  is  activated,  accordii;g  to  I.r.  Knudson, 
military  movesr.ents  ■'.nfLl  cause  seme  trc.vel  inconverier.ces  and  munitions -hauling 


at  tiraes  me.j  delav  freight  shipp.ents .    But  for  the  average  citizen,  there  are 
no  pleji.s  at  present  to  curtail  his  travel.    L'either  is  the  rationing  of  travel 
essentials,  such  as  gasoline  and  tires,  likely  unless  a  Kt.jor  war  develops." 

Development  of  a  travel  prosrsin  must  of  necessity  be  of  a  long  range 
nature;  it  must  be  continuous  and  persistent.    Montana  has  its  foot  in  the 
door  in  this  travel  coiTipetition — now  comes  the  job  of  constantly  "selling" 
The  Land  of  Shining  Mountains  to  millions  ox  prospective  visitors. 

Competition  in  the  travel  game  cannot  be  overemphasized.    All  one 
needs  to  do  is  glance  through  travel  magazines  or  travel  sections  of  dail;;'- 
papers  and  note  the  number  of  advertisements:    Great  Britain,  France, 
Canada,  Mexico,  Cuba,  South  Am.erican  countries  are  only  a  few  of  the 
vociferous  foreign  market  that  is  in  competition  with  states  and  regions  for 
the  American  travel  dollar. 

T'.v'o  aspects  of  the  tourist  business  should  a,ppeal  to  till .    In  the 
first  place,  the  ordinary  familAr  tourist  is  primarily  a  sightseer  and  does 
not  deplete  any  natural  resources;  secondly,  the  travel  business  is  all  cash 
on  the  barrelhead — the  kind  of  business  any  merchant  appreciates. 

'.Jith  vision  and  promotion,  Montana  can  become  the  top  tourist  state 
of  the  Rocky  Mountain  region. 
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